This study examines users' satisfaction with the postal service in Serbia using a questionnaire measurement. Motivation: the Post of Serbia operates both with private and business clients, with whom it has long-term relationships not only in terms of sending and receiving parcels, but also with new and modern services. Due to the growing competition on the market, the question arises how to place the Post of Serbia on the market in the future. Data: Primary data of postal services, new postal services, as well as a custom questionnaire for examining users' attitude towards postal services intended for private clients. Tools: Method of survey, Descriptive statistics, Method of analysis and Content analysis. Findings: The satisfaction of users of postal services is an important element of the perseverance and development of the Post of Serbia. Contribution: Quality review of postal services in the opinion of the private users. Obtained gap between users satisfaction and needs and further directions in which the Post of Serbia should be developed according to the user's opinion.
Introduction
The market of postal services is constantly evolving and changing (Sarac, Kopic, Mostarac, Kujacic & Jovanovic, 2016) . Following the example of Europe after the end of its monopoly status, the Post begins to pay attention to the needs of its users. Postal operators are affected by the changes and the impact of globalization. In order to survive on the market, companies must observe the needs and demands of their users, analyze them regularly, and come up with quick and quality solutions (Lee & Yang, 2013) . This situation raises the question of how to improve their business. Increasing the quality of services inevitably leads to an increase in the value of services. Measuring customer satisfaction is one of the important factors for determining the quality of services, and hence for improving the business results. The challenges of measuring the quality of services are usually related to the nature and meaning of services, and not only to the demands of change and pressure from the competition. The latter is based on the specific features of services. The quality of services is an important factor for the business success of the Post today, as well as for the business success of other companies. There is a number of ways of defining services, the most commonly used ones being: the first which is based on activities and performance as the basis for defining services (Hill & Alexander, 2006) , and the one based on the characteristics of services (Berry & Jams, 1995) .The difficulty of defining the desirable quality of services lies primarily in the changing nature of user demands. Namely, the requirements of the postal service users are constantly increasing, and in order for the Post to expand its services and survive, it must constantly monitor the demands of the users in accordance with their needs.
To that end, it is necessary to conduct continuous research and to implement the obtained information into business decisions. When analyzing the behavior of Post service users, one should bear in mind that the basic elements that influence their expectations are: previous experience, environmental recommendations and promotional promises.
The basic aspects that influence consumer expectations are user needs, previous experience, recommendations and promotional promises. Also, the internal content, that is, the interior has a direct impact on the expectations of the users.
Scientific and technological research conducted by foreign authors indicate a growing interest in studying the quality of services and user satisfaction, not only in the field of postal services, but also in other organizations that provide services. Unlike these foreign authors, domestic authors have rarely studied this issue and have taken only a few aspects into consideration. (Kabene, Orchard, Howard, Soriano & Leduc, 2006) . At the same time, the advancement of technology imposed new methods of doing business, as well as the reversal of the relationship between users and the companies themselves (Kujacic, Unterberger, Sarac&Jo-vanovic, 2014) . Taking this fact into consideration, the need to increase service efficiency and quality is a critical strategic focus, given the increasing technological competition, rising operating costs, and changing customers' needs and expectations. (Pitia et al., 2013) . We can see that there is a theoretical and practical justification for the research presented in this paper. Research results can help postal service operators take the necessary measures to fill the gaps between expected and perceived quality, in order to improve the performance of existing services.
In accordance with the research objective, the following hypotheses have been defined:
Initial hypothesis: Postal service users have higher expectations than those the quality of which is being provided.
Secondary hypotheses:
H1 Postal service users expect more from the dimension of the quality of "Reliability" H2 Postal service users expect more from dimension of the quality of "Trust" H3 Postal service users expect more from the dimension of the quality of "Empathy" H4 Postal service users expect more from the dimension of the quality of "Responsibility" H5 Postal service users expect more from the dimension of the quality of "Tangibility"
The research is based on the Servqual model adapted to the Post. The Servqual model provides us with the opportunity to measure the quality of the service based on five dimensions, namely: Tangibility, Trust, Reliability, Responsibility and Empathy (Sokolov-Mladenovic&Cuzovic, 2015). The Servqual methodology is based on GAP number 5, i.e., comparing subsequent perceptions with preliminary expectations, of course, from the point of view of users (Pindzo&Loncar, 2013) .
A small number of scholarly research, to date, has been carried out to classify quality elements and full features of services and their associations with customer satisfaction (Roopchund&Boojhawon, 2014). SERVQUAL methodology is an implemented and tested methodology primarily within the commercial sector (Kaye&Dyason, 2013). Bryaland and Curry (2001) During the research, certain limitations emerged from the model itself, but also due to the fact that the expected number of responses was not obtained and due to the fact that the answers in some questionnaires were incomplete. More than 2,000 e-mails or questionnaires have been sent. In all, 430 responses were collected, 30 respondents did not give a complete answer, i.e., they did not complete the questionnaire to the end, so these answers were excluded from processing. It should be noted that this method of data collection has certain disadvantages, especially because we are talking about the available probabilistic pattern that does not meet strict criteria of representativeness regardless of size (Evans & Anil, 2005) .
On the other hand, there are various advantages of this method of collecting data that should be emphasized, such as cost reduction, inability to influence response and comfort of respondents (Milosevic&Rodic, 2015).
Motivation for Research
Postal services, i.e., the clearance, sorting, transportation and delivery of postal items, still remain an important part of the country's economic and social development (Pilinkiene, Deltuvaite, Daunoriene & Gaidelys, 2017). The trend of continuous development of new services has been very popular in recent years in postal and other service-oriented companies and is conditioned by the demands and desires of the users (Maricic, Veljkovic&Djordjevic 2012) . The achievements of modern information technologies and their applications have significantly affected the service domain. The application of information technologies reduces operating costs and interest margins; improved quality of services, new services and products are being created, and risk management becomes more efficient (Vunjak&Kovacevic, 2011). The existence of a universal postal service means that the market cannot provide an adequate level of service or the full range of products, or at least not at an affordable price level for all users in its absence (Ambrosini, Boldron, & Roz, 2014) . One example of a service that positively affects the satisfaction of users in the Post is providing information on the waiting time. Waiting time information positively affects customer satisfaction when it comes to waiting time (Bielen&Demoulin, 2007) . Users are familiar with the time spent in waiting and use this experience to adjust their needs to the average waiting time in the facility after the service is performed (Jovanovic, Grbic, Bojovic, Kujacic&Sarac, 2015). Based on this, the degree of customer satisfaction can be presented as the ratio of the acceptable and expected waiting time according to previous experience (Acker, Haxholdt& Larsen, 2013).
The main intention of the Post is to attract new users and to maintain good relations with the existing users, or to expand the value, especially when it comes to offering new products and services. The Post of Serbia is changing its business philosophy that was initially passive and is now slowly becoming proactive in seeking new ways of doing business (Blagojevic, Selmic, Macura&Sarac, 2013) . Innovation in business primarily relates to technologies related to the transfer of money and packages. The distribution network for the realization of information and business contacts that are available to banks and post offices includes ATMs, SMS services, Internet services and other. Therefore, with an increasing importance of internationalization of the business and quality system, consumers are given a central place in business operations. At the same time, consumer awareness is enhanced with the process of technological development and globalization (Grubor&Milicevic, 2015) .
These changes imply a demand for constant improvement of customer satisfaction, which directly affects the life cycle of products and services. How long the product life cycle will be, whether it is a commercial repositioning of a stagnating brand or not, and what the level of consumption will be, depends on whether consumers are stimulated. One of the biggest challenges for carrying out academic research is customer dissatisfaction (Mahapatra, 2014) . Successful marketing strategies and business success in the market depend on users, as well as success in the long run. Established partnerships with customers are mutually beneficial, both for themselves and for the company (Milisavljevic, 2009 ).
In today's business conditions, it is very difficult to attract new users. Today's business environment is radically different from that in the past in most aspects (Ratkovic, Krasulja&Garaca, 2013) . It is therefore necessary to work on discovering the motivation factors which are part of the psychological determinants of making decisions. Companies that focus on customer satisfaction are focused on satisfying their needs, not on products. Researching motivation is important in order to understand why users are looking for, buying and using certain types and brands of products and services. A motivated user is ready for action, i.e., purchasing of offered products and services. Motivation is an internal force that cannot be seen, but it stimulates and guides consumer behaviour in the desired direction. Consumer behavior in the purchasing process has its own purpose, i.e., the goal. The purpose and goal is to meet certain needs or desires. However, consumer behaviour changes over time under the influence of different factors, which indicates the need for continuous research of motivation. If you understand consumers' motives, half of the work is done in order to adequately meet the needs and achieve sales and make profit (Maricic, 2005) .
Provision of basic postal financial services contributes to global economic development, and hence to social development, and plays a very important role in improving the living standard of the population. A large number of postal operators in the world direct a significant portion of their activities on providing e-services to their clients (Sarac, Kujacic&Jovanovic, 2013) . It is necessary to point out that the Post of Serbia is investing increasing efforts into finding, as well as into maintaining good business relations with their customers. Post offices are changing their business philosophy, which was initially passive, and now they have become proactive in finding new jobs or users. Innovations in the business of the Post of Serbia are primarily related to the implementation of new technologies, the transfer of money and shipments. The modern marketing environment includes the use of innovations in the field of information and communication technologies and appropriate solutions in the form of software and other IT solutions (Grubic&Ratkovic, 2012; Grubic, Ratkovic&Paunovic, 2013). Distribution networks used to create information and business contacts are made up of ATMs available to banks and post offices, SMS services available to banks and post offices, Internet services, with the requirements of the modern environment.
Having in mind the fact that the market consists of many different elements that have mutual impact and effect on the company's operations, the ability to create strategic performance can include all options, from selecting a homogeneous segment and placement of products, to the selection a large number of different segments and presenting more products (Ratkovic, Grubic&Tasic, 2011) . The choice of strategy can limit the possibilities of improving the satisfaction of target groups or individual users, which implies the importance of creating flexible structures of relations between postal service users and the Post. In order to increase user satisfaction it is necessary to implement new achievements of modern technologies, which affects the development of the entire economy. A modern society cannot be imagined without an efficient postal system (Dobrodolac, Ralevic, Svadlenka&Radojicic, 2016) . Postal services represent a support to the citizens. We are witnessing the fact that the Post of Serbia successfully cooperates with large institutions and facilities providing its basic and additional services.
Let us here just mention a number of them: sales of free shares to citizens lasting for more than ten years, activities related to restitution, cooperation with the Ministry of Trade and Tourism, i.e., holiday vouchers for vacations in Serbia, as well as the cooperation with the National Health Insurance Fund. This kind of cooperation helps a lot of citizens, i.e., recipients of services. In the future, such services can become universal postal services. The very availability itself will allow this. Universal postal service is a set of measures aimed at providing users with the same level of service at an affordable price in all places on a territory (Dobrodolac, Ralevic, Svadlenka&Radojicic, 2016). Some authors have analyzed how a universal postal service can use its specifics and gain an advantage over other competitors (Dobrodolac, Lazarevic, Svadlenka&Zivanovic, 2016) . The main characteristics of the environment are permanent changes, which pose risks, but also opportunities that can bring advantages over the competition (Knezevic, Macura & Bojovic, 2014 ). Therefore, it should be made clear that if the existing universal postal service provider is protected by monopoly, competition will not be sufficiently developed, nor the quality of the service provided (Miletic, 2013) . A universal postal service is a set of basic postal services that are continuously carried out on the territory of the Republic of Serbia, within a certain quality at favorable prices and under the same conditions for all users without dis- Postal services include transfer of packages, marketing services, including announcements, advertisements, direct mail, mail, personalized postage stamps, marketing services of the Post of Serbia, telemarketing, telephone sales, commercial SMS services, mailboxes, hybrid mail services etc. Financial services include payment, money transfer, banking services, remittances, e-services; cash express services, ATMs, free shares, banking services and the exchange office of the Post Office of Serbia. There are additional services such as logistics, including IT services, philately, product sales and other services realized in cooperation with other organizations (for more information visit www.posta.rs). A market relationship that includes relationships with employees and relationships with customers, as well as other groups of participants in the supply chain that provide value to the end user, is, in fact, a concept that modern marketing places as a central task, and which is just what the Post is doing.
In the eighties, Parasuraman, Zeithaml, and Berry (1988) noticed the need to measure the quality of the service and conducted extensive research and examined the significance of service quality (Hill&Alexan-der, 2006). Measuring quality is important for the Post to operate because it is an indicator of whether the service should be changed or not. Service quality should be a priority for service providers. Customer satisfaction is becoming one of the most important elements for long-term business. The essence of the new concept of the universal postal service lies in improvement of the final phase of the transfer, bearing in mind that the highest costs are related to the delivery phase (Ralevic, Dobrodolac&Markovic 2016). Bass's diffusion model describes the process of accepting new services through the interaction between existing and potential users (Bass, 1969) . In developed countries, some Post offices are privatized, but the Post of Serbia is not ready for this step yet. Still, some postal services can go towards privatization, but in line with European standards and procedures. There is no clear mandate for the privatization of the posts at the time being (Petrovic, 2016) . In developed countries, the Post undergoes an implamantation of a strategy of growth, and with this becomes a competitor. The model of a market-oriented state enterprise is the most promising for postal operators' transformation into an entity capable of providing universal service at acceptable prices in the 21st century economy (Petrovic, 2016) .
Privatization is a process of transferring ownership of a postal service provider from the public sector (stateowned) into the private sector. The predecessor of privatization is corporatization which turns postal state agencies into corporations (Jaag, 2014) . At the moment, the Post of Serbia will not be privatized, although some economic analysts believe that this step will improve its business. The restrictions are derived from the defined way of providing universal services and their defined scope according to the directives of the European Parliament and the Council (1997, 2002, 2008) , but also according to specific conditions in individual countries (Matuskova & Madlenakova, 2017) . The economic theory generally considers privatization as a change of ownership, i.e., privatization of materials and does not include explicitly formal privatization, which is surprising (Schuster, 2013) .
The changing environment of the postal sector over the last decade has increased the urgency for governments worldwide to re-examine regulations governing how their public postal administrations operate (Pitia, Singh & Postal, 2013) .
The need to increase the efficiency of services and quality in the Post of Serbia is a key strategic focus together with that the services provided should be made better than competitors'. Certainly the capacity of the postal network is a unique strategic advantage of any post, since it provides access to services in the internal market, while at the same time it supports expansion and global integration (Blagojevic, Selmic, Macura &Sarac, 2013).
The Research Sample
The survey was conducted in the period from the beginning of November to the end of January 2017. The total sample consisted of 400 participants, citizens of the Republic of Serbia. In relation to gender, the majority of the sample (two-thirds) consists of female respondents (66.0%) and one-third of the respondents were male (34.0%). The sample was balanced by age: 20,0% of respondents is represented in all five age categories (from 17 to 24 years, 25 to 35 years, 36 to 55 years, 56 to 65 years of age and over 65 years of age).
When it comes to professional qualification of the respondents (Chart 1), most respondents in the sample have a university degree (33.3%). 32.8% of them completed their secondary school, and a quarter of the respondents (25.8%) has college education. 5.0% of respondents have a Master's degree, while 3.3% of respondents have a doctoral degree. Respondents with a degree in elementary education are not represented in the sample.
In addition, most respondents almost two-thirds reside in Sumadija and Western Serbia (60.8%), in relation to the place of residence (Chart 2). 17.8% of respondents are from Vojvodina, slightly less (16.8%) from Belgrade, while 4.8% of respondents are from South and East Serbia. Respondents from the region of Kosovo were not included in the sample. In relation to the marital status of respondents, slightly more than half of respondents (53.8%) are single and the remaining 46.3% are married. In the sample there were no divorced or widowed respondents.
When it comes to the height of monthly income (Chart 3), the structure of the sample showed that most respondents, almost half of them (47.0%), do not want to disclose the amount of their monthly income. In addition, 13 
Research Results
It is necessary first to check the Reliability of the used instruments before we begin with the presentation of the research results. Scales that measure the expected and perceived attributes of postal services and a mismatch between expected and perceived services (Gap model) were used. Each used scale has 27 questions grouped into 5 dimensions or attributes of services: Tangibles, Reliability, Responsiveness, Assurance and Empathy. Both scales are Likert-type with a five-choice answers, from strongly disagree (1) to strongly agree (5). Table 1 presents the Reliability of the used instruments (scales). Very high Reliability coefficients for both scales were obtained: the scale of Expected attributes α=0.813, and for the perceived attributes of service α=0.950. Both used scales have acceptable Reliability while obtained coefficients are considered to be very high.
As already mentioned, the study examines the discrepancy between the expected and perceived attributes of postal services (Servqual model). Inconsistency is expressed by divergences obtained on the expected attributes of postal services in relation to the perceived attributes of postal services. The relevance of differences was tested in the subscales of result expression of Expected and Observed attributes of postal services using the non-parametric test, the Wilcoxon signed-rank test, after presenting the severity scores and differences obtained by using the Servqual model. The results show that there are statistically significant differences for all five dimensions of the scales of Expected and Observed attributes of postal services, as well as aggregated averages of the entire scales. All of the obtained severity differences have a negative sign, which is in accordance with the results of the previous table ( Table 2 ). The biggest difference between Expected and Observed attributes of postal services was obtained for the aggregate average scale, i.e., the Reliability dimension, while the smallest difference was observed for the Assurance dimension according to the Z score height.
In addition to testing the difference in Expected and Observed attributes of postal services, i.e., application of the Servqual model, this study includes differences in the severity of the measured dimensions in relation to gender, age, residence, education level, marital status, monthly income level and social status of the respondents. Table 3 shows the significance of divergences in the prominence of the results on measured subscales of expected and perceived attributes of postal services, as well as the significance of divergences in the cumulative averages of both used scales. Significance was tested with the help of the Man Mann-Whitney Y test, and is presented as a height of Z scores and the level of significance (p). Statistically significant divergences with respect to gender were obtained for the Expected Reliability dimension (Z = -2.969, p = 0.003). The resulting divergence is high and significant at p ˂ 0. 01 level. The subsequent analysis showed that male subjects had significantly higher averages than female respondents regarding the Expected Reliability dimension.
Significant divergences in scores are obtained for the perceived Responsiveness dimension (Z= -2.860, p=0.004) and perceived Empathy (Z=-5,2502,860; p=0.000), as well as the perceived Assurance dimension (Z=-2,070; p=0.038). The first two divergences were statistically significant at the high p˂0.01 level, while the third significant divergence exist at the p˂0.05 level. The subsequent analysis showed that male respondents recorded higher scores when it comes to Perceived Responsiveness and Perceived Assurance, while female respondents recorded significantly higher scores for the perceived Empathy dimension. Table 4 shows a significant divergence between the results obtained on the subscales of expected and perceived attributes of postal services, as well as divergences in the cumulative averages for both scales in relation to the age of respondents. Significance was tested using Kruskal-Wallis test and expressed through χ 2 coefficient and the significance (p). A statistically significant divergence was obtained for the Expected Reliability dimension (χ 2 =10.854, p=0.028). The resulting divergence in results is significant at p˂0.05 level, while a subsequent analysis showed that respondents from the age group 36 to 55 years had significantly higher scores than respondents in other age groups. On the dimensions of the scale of perceived attributes, statistically significant divergences in severity scores were obtained for subscales of perceived Tangibles  (χ   2   =13 .225, p=0.010) and perceived Reliability (χ 2 =11.178, p=0.025). The first obtained divergence is high and significant at p˂0.01 level and the other is significant at the p˂0.05 level. Further analysis showed that significantly higher scores on both dimensions of the respondents from the age group of 25 to 35 years were obtained. given a great unevenness of the sample when it comes to the educational level (Table 5) , it was decided to consider only respondents from the following categories: high school (32.8%), college (25.8%) and subjects who have graduated from university (33.3%) in consideration of the existence of statistical differences in severity scores. The respondents that completed a master level of education (5.0%) as well as Ph.D. respondents (3.3%) were excluded from this analysis.
A revision of the relevance of differences showed that statistically significant differences (p˂0.01) exist in all dimensions of the scale of the expected attributes of services, as well as the cumulative average. According to the amount of statistics, the biggest difference is obtained on the aggregate average on the Empathy dimension. A subsequent analysis showed that subjects who completed their high school education had significantly higher scores an all subscales except on the Reliability scale where subjects with university education level had significantly higher scores in comparison with the other two groups.
In addition, significant differences in severity scores according to the education level of respondents were obtained on a scale of perceived attributes, on the Responsiveness and Empathy sub-scales. The obtained differences were statistically significant at the level of p˂0.05 while a subsequent analysis has shown that subjects with university level of education have significantly higher scores on the Responsiveness subscale. Respondents with high-school education level have significantly higher scores on the Empathy subscale. Table 6 shows the severity scores on the dimensions of the scale of the expected attributes of postal services, depending on the residence of the respondents. The highest score on the Tangibles dimension were observed in subjects from Southern and Eastern Serbia while the lowest score was observed in the respondents from the Belgrade region. As regards the Reliability dimension, the highest score was recorded by subjects from the Region of Vojvodina and respondents from South and East Serbia whereas the lowest score was recorded by the residents from Sumadija. The Responsiveness dimension records lower scores than the other dimensions of the scale and the most pronounced score is recorded among subjects who live in Sumadija and Western Serbia. On the Assurance dimension the best score was recorded by the respondents from the region of Vojvodina while the lowest score was recorded by the respondents from the Bel- grade region. The highest score on the Empathy dimension was recorded by the respondents from the region of Vojvodina and respondents from the South and East Serbia, while the lowest score was recorded among respondents from the Belgrade region. On an average of the entire scale of the expected attributes of the postal service, the highest score was obtained by the respondents from the Region of Vojvodina while the lowest was recorded by the respondents from the Belgrade region.
Given the fact that there is a large gap in the distribution of the sample according to the place of residence, the relevance of differences in the prominence of these scores was not checked. Table 7 shows the severity of scores on a perceived attributes scale of postal services depending on the place of residence of the respondents. As regards the tangibles dimension, the highest score was obtained by the respondents from Sumadija and Western Serbia while the lowest score was recorded among the respondents from Southern and Eastern Serbia. In case of the Reliability dimension, the most severe score was recorded by the respondents living in the Belgrade region and the lowest score was recorded among the residents from Southern and Eastern Serbia. In case of the Responsiveness dimension, the highest score is once again obtained from the respondents from the Belgrade region and the lowest one by the respondents from the region of Vojvodina. When it comes to Assurance dimension, the highest scores were recorded among the subjects from the Southern and Eastern Serbia and the lowest was recorded among the respondents from Sumadija and Western Serbia. Regarding the Empathy dimension, the highest score was obtained from the respondents from Sumadija and Western Serbia and the lowest score was recorded among respondents from the region of Vojvodina. When it comes to aggregate average of the entire scale of the observed attributes of the postal service, the highest score was obtained by the respondents from the Belgrade region and the lowest score was obtained by the respondents from the region of Vojvodina.
The significance of differences in severity scores on scales of expected and observed attributes of postal services according to the place of residence of the respondents was not checked for the reasons stated in the explanation of the previous table. In relation to the marital status of respondents (Table 8) , statistically significant divergences were obtained on the following dimensions of the expected attributes scale of postal services: Tangibles, Reliability, Responsiveness and Assurance. All divergences were significant at the high p˂0.01 level, while a subsequent analysis showed significantly higher scores on the Tangibles, Responsiveness and Assurance dimensions of the single respondents. Significantly higher scores were obtained within married respondents regarding the Reliability dimension. Statistically significant divergences in relation to the marital status of respondents were obtained for Responsiveness and Empathy dimensions on a scale of perceived attributes (at p˂0.01 level), as well as on the Tangibles dimension (at p˂0.05 level). It is also confirmed that single respondents have significantly higher scores when it comes to the Tangibles and Empathy dimensions, while the Responsiveness dimension obtained higher scores among married respondents. When it comes to the amount of the monthly income of the respondents (Table 9 ), due to the large discrepancies in the distribution of the sample according to this variable, in consideration of the existence of significant differences respondents who did not want to disclose the amount of their income were excluded from the analysis (47.0%) and the analysis was performed on the rest of the sample of 212 subjects (13.0 % -RSD 40,001 -50.000; 12.0% -RSD 25.001 -40,000; 11.5% -more than RSD 60,000, 10.0% -RSD 15,001 -25,000; and 6.5% -RSD 50,001 -60,000).
The results of the study have shown that there are statistically significant differences on the scale of the expected attributes on all dimensions except for the cumulative average of the entire scale. The difference obtained on the Tangibles and Assurance sub-scale is high and significant at the p˂0.01 level, while the other obtained differences are significant at the p˂0.05 level. The subsequent analysis showed that significantly higher scores on the Tangibles and Responsiveness dimensions are observed in respondents from the group whose monthly revenue is from RSD 25,000 to 40,000. When it comes to the Reliability dimension, significantly higher scores were found in subjects having monthly incomes from RSD 50,000 to 60.000. On the Assurance dimension, significantly higher scores are recorded among respondents having a monthly income from RSD 40,000 to 50,000, while in the Empathy dimension significantly higher scores were recorded among respondents with the lowest income, from RSD 15,000 to 25,000.
On the scale of perceived attributes of postal services, statistically most significant differences were obtained for all of the dimensions, as well asfor the cumulative average of the whole scale of perceived attributes. All of the obtained differences were high and significant at the p˂0. 01 level. analysis showed that respondents with an income higher than RSD 60,000 had significantly higher scores on the Tangibles and Responsiveness dimensions and on the cumulative average scale of the perceived attributes. Significantly higher scores on the Reliability dimension were perceived in respondents with a monthly income from RSD 15,000 to 25,000. When we talk about the Assurance dimension, significantly higher score was obtained among the respondents with a monthly income from RSD 50,000 to 60,000, while on the Empathy dimension the higher score was obtained among the respondents with a monthly income from RSD 25,000 to 40,000. Table 10 shows significant differences in severity scores on scales of expected and perceived attributes of postal services, depending on the social status of the respondents. Due to the existence of large imbalances of the sample according to this variable, it was decided to carry out an analysis of the whole sample and that the number of categories should be reduced to two -employed respondents and all other respondents (students, pensioners, farmers and unemployed respondents) as well as to carry out analysis of the significance of differences using the Mann-Whitney test. The results showed that significant differences in the scale of the expected attributes existed in the dimensions of Tangibles, Reliability and Empathy. The first two obtained differences were high and significant at p˂0.01 level, while the third one was significant at the p˂0.05 level. The severity scores confirmed that respondents from the other category (all other social categories) had higher scores on the Tangibles and Empathy dimensions while the employed respondents had higher scores on the Reliability dimension.
Statistically significant differences in severity scores according to the social status of the respondents were obtained on the Responsiveness and Empathy dimensions on the scale of perceived attributes of postal services. Both differences are high and significant at the p˂0.01 level. Close to statistical significance, but also insignificant is the difference obtained for the Tangibles dimension. In the examination of the severity scores, it was found that employed respondents had a significantly higher score on the Responsiveness dimension while the respondents from the other category (all other social categories) have higher scores on the Empathy dimensions. The total sample consisted of 400 respondents from the territory of Serbia. The survey was conducted in the period from the beginning of November 2016 to the end of January 2017. E-mail invitations and a questionnaire to participate in the study along with an explanation of the purpose for the experiments were sent to the respondents.
As we know, the Post had a rather conservative attitude on the market so it pointed out that marketing is not applicable in the postal sector. However, today the Post completely changed its attitude. The competition had a great influence featured in the new market.
It was necessary to invest in marketing activities, product differentiation, and in-house marketing, which has become the primary weapon in the fight against competitors in accordance with their capabilities, in order to cope with new circumstances. The Post must meet the needs of its customers in order to achieve higher efficiency, productivity and the market share in the today's competitive environment.
The most important thing is to maintain high levels of customer satisfaction and long-term relationship with them. The research gives us an insight into the current level of perceived quality of postal services by the users, as well as the connection that is present between the Post and its clients/users.
Conslusion
Based on research we can conclude that customers expect more from elements such as equipment, various brochures, leaflets, but also on working time. We can conclude that it is necessary to invest more in elements of visual aids and, of course, to adjust working time to users. The users are the most important segment, so the Post has to improve the selection of employees. The management of Post should constantly insist on improving compliance processes of all service dimensions in order to achieve a higher level of skills in terms of providing the promised services than expected.
The most reliable method for measuring customer satisfaction is to perform research using questionnaires at least once a year. Research was conducted in major Serbian cities. These cities are the headquarters of financial and economic development and certainly have an impact on research results, particularly in terms of customer satisfaction. It should be noted that the purchasing power and the level of demand for most products and services is at the highest level in these cities, and that the most fierce competition exists among postal operators that are definitely aiming to get new customers.
In subsequent research it is certainly necessary to examine the attitudes of employees at Post offices. In addition, the demographic characteristics of the respondents and other consumer units should be taken as an important factor in conducting future research, in order to assess the quality and the level of postal services, as well as the satisfaction of employees. The results obtained through this kind of research cannot provide the Post with tangible benefits if appropriate management is not willing to modify the existing marketing strategies according to the results of the research.
It should be noted that modern Post should be directed towards understanding the requirements of its customers and solving the potential problems, so their perception of the quality of service is positive to an as high as possible extent. In further researching into the quality of postal services it is necessary to carry out a survey in which respondents are also the employed, i.e., the manager, the incumbents in the various functions, such as treasurer, controller, sales services, branch manager and others. Such research would provide a complete insight into the level of satisfaction in the postal sector.
The contribution of this paper lies is in the field of the development of methodological procedures for research of user satisfaction with postal services. For the future use of the proposed research it is necessary to ensure that the representativeness of the sample or the obtained results can be considered as purely indicative and do not represent an impartial basis for decision-making.
Random samples of existing users and new users are the target groups that should be included in the future research because they can provide us with useful information that will give us the answer to the question of what determines the priority of one postal operator in relation to other and in which direction relationships with customers should develop.
As a recommendation for subsequent research in the postal sector, it should be noted that there is a need for correction of the existing questionnaires, i.e., instruments for measuring the quality and the need for a new instrument for measuring the quality of services, but also their more frequent application and detailed analysis.
The aim of this study was to evaluate the satisfaction of users of postal services by examining the divergences that exist in the perception of expected and perceived attributes of services. The divergence obtained in this way becomes a measure of the quality of services and guidance of how to perform changes in order to provide a greater satisfaction of users. The quality of service is measured through five dimensions, i.e., attributes (expected and perceived): Tangibles, Reliability, Responsiveness, Assurance and Empathy. The results showed that the highest score for the expected attributes was obtained on the Reliability dimension, while on a scale of perceived attribute the highest score was obtained for the Tangibles dimension. The lowest score on both scales was obtained for the Assurance dimension. The results showed that divergences exist on all five attributes of postal services when it comes to divergences in scores on the scales of expected and perceived attributes of postal services. The biggest divergence was obtained for the Reliability dimension, while a minimum divergence exists on the Tangibles dimension. The range of the obtained divergence is not large and ranges from 1.16 up to 1.30.
Checking divergences in severity scores on expected and perceived attributes subscales showed statistically significant divergences for all five measured dimensions, as well as for aggregated averages of the scales. According to the amount of obtained indicators, the highest divergence in expression exists regarding the Reliability dimension.
H1 Users of postal services expect more from the "Reliability" dimension of quality, which is confirmed by the above survey. H2 Users of postal services expect more from the "Assurance" dimension of quality, which is confirmed by the above survey. H3 Users of postal services expect more from the "Empathy" dimension of quality, which is confirmed by the above survey. H4 Users of postal services expect more from the "Responsiveness" dimension of quality, which is confirmed by the above survey. H5 Users of postal services expect more from the "Tangibles" dimension of quality, which is confirmed by the above survey.
